ABSTRACT
INTRODUCTION
The management of organic food is very important and complex. It can be studied from different angles. The literature that is devoted to this subject, is specifically examined from the perspective of organic food global market, the motives for purchasing organic foods, analyses of the value chain of organic food, cost and operational efficiency of production and distribution of organic food.
In the context of this study, the subjects are almost all of these aspects of organic food, with special emphasis on economic performance. The effort is made to explore these problems in the complex theoretical, methodological and empirical way. The goal is to create a good theoretical and methodological framework for more efficient management of organic food, and in the whole value chain, with special emphasis on retailers.
In this paper, among other things, provides the answer to the question: Why are costs of production and distribution of organic food so high? Are customers willing to pay the high cost of organic food? Knowing the correct answer to these questions is a precondition for more efficient management of production and distribution of organic food.
LITERATURE REVIEW
It is a rich literature devoted to the analysis efficiency of production management and distribution of organic food. In addition to published articles on this topic in different highranking scientific and professional journals, there is a number of specialized institutes that are with more, because of its importance, more engaged in the research of key issues in the production and distribution of organic food.
Analysis of the effectiveness of the organization and functioning of most developed world markets organic food -through the relevant literature is the assumption for improving market efficiency in the development of organic food (Raynolds, 2004) , as is the case of Serbia. Almost all developing countries, especially in transition, are characterized asmarkes in development of organic food.
All scientific and technical knowledge to that obtained in the literature, as well as the results of specialized institutes, are used in this work in the research of theoretical, methodological and empirical analysis of the efficiency problem of retail organic food.
HYPOTHESES, METHODOLOGY AND EMPIRICAL DATA
The management of the organic food business is very complex and can be studied from different aspects (economic, legal, medical) and studied by various research hypotheses. In this paper, the following research hypotheses are tested:
• The first hypothesis (H1): The influence of culture on the globalization of production and distribution of organic food.
• The second hypothesis (H2): The need to develop more effective marketing of organic food.
• The third hypothesis (H3): Specific features of structural change in retail organic food and its implication on their economic performances.
• The fourth hypothesis (H4): The development of a quality measurement system in order to improve business performance retail of organic food.
• The fifth hypothesis (H5): Identification and control of the key determinants of performance of retail of organic food. When testing these hypotheses appropriate methodology is used. In addition to traditional methods, statistics and research methods are applied, primarily for quantification of effect of certain key factors (for example, the satisfaction of customers) on business performances of retail sales of organic food.
By applying the appropriate methodology, the study of individual hypothesis is based on relevant empirical data, primarily for countries with developed market for organic food. The results of the hypotheses should serve as a basis for creating the appropriate strategy for the development of retail organic food, especially in countries with characteristics -market in development of organic food.
The main objective of this work is to be based on analysis of available empirical evidence, review the specifics of the cost structure and financial structure of the retail organic food compared to other types of retailers. It should serve as a basis for creating the appropriate financial management strategies in retail organic food.
The basic methodology for studying the basic problems is a given ratio analysis. It is supported with appropriate statistical analysis.
In this paper, all the tested hypotheses were confirmed. Developed a complex system of measures contribute to improving the performance of retail organic food. Limiting the analysis of this type of problem is the lack of adequate empirical data. In addition to the literature that treats this problem is scarce.
RESULTS

The globalization of organic food market
General development characteristics of the phenomenon of "organic food" include: increase in farmers' organic food certification and area of arable land (in hectares) under organic food and organic food sales. It takes on more and more characteristics of the process of globalization (internationalization) production and distribution of organic food. Are shown in the Table 1 major international markets selling organic food. From the data presented in a given table is clear that the United States is the world's leading country for market development of organic food.
Is characteristics for the United States the pace of increase in share of total sales of organic food (Table 2) . The comparison of certain products, there is the different structure of organic food sales in the United States. So, for example, the share of individual products in total sales of organic food in 2009 was the following: meat, poultry and fish 2%; bread and cereals 11%, fruit and vegetables 38%, milk 15%; spices 2%, packaged and prepared foods 14%; snacks 5% and beverages 13% (NBJ's 2010 Organic Featuring an OTA Data Report) . The largest share, therefore, refers to fruits and vegetables.
Sales of organic food in the United States is different in (some) channels. So, for example, the share of individual channels in total sales of organic food in 2009 was the following: mass marketing retail (conventional retailers) 54%, natural and special retail 40% and direct / exports 6% (NBJ 's 2010 Report Featuring Organic OTA Data) . An increasing importance has been selling organic food in conventional stores.
Organic food stores are in many characteristics different from others in grocery retail (Table 3 ). They are characterized by prices that are high, the depth range of shallow-medium, the varieties of narrow-medium and the size of a small-medium. By itself, due to the specific, supply chain management organic food is very complex. There is large number of members -a mediator in organic food supply chain of from farmer to retailer, restaurant or institution. Their participation in this is different (Tondel, 2006) . It requests appropriate coordination between them in order to improve supply chain management of organic food, in order to minimize those activities that add no value.
One of the important features of organic food market is intense development -private brands. So, for example, the number of new organic products marked private brands has increased from 350 in 2003 to 540 in 2007 (Dimitri, 2009) (Dimitri, 2009 ). Private brand is one of the important factors to improve performance of retail organic food. The significant factors to improve performance of organic food retailing, in addition to private brands, include -the premium price. Table 4 of the sake of illustration, shows the premium price of milk in retail in the United States by individual months for 2007. From the data presented in the given table we see much higher organic than conventional milk prices in the United States. This is the case with other organic products, whose prices contain high premiums. They (premium price) are treated as incentives for increase (efficiency) production and distribution of organic products.
In the last period there has been a growing trend of organic food sales in Europe. In Europe, market leader in organic food sales are Germany, France, the United Kingdom, and Italy (Table 1) . In these countries, in other words, there is a significant share of organic food in the customer's total expenditures on food (Table 5) . Leading global retailers in Europe offer a number of diverse organic products and mostly have private own distinctive brand (Table 6 ). This is definitely a positive impact on their overall performance. In Europe -Germany is the leader in market development of organic food. Sales of organic food is done in specialized organic food stores, conventional supermarkets and directly to consumers (Table 7) . In the United Kingdom (in the previous period) an upward trend in sales of organic food has been noticed. Sales of organic food in 2009 decreased compared to 2008 for 13.63% probably because of the economic crisis ( Source: An analysis of the EU organic sector, European Commission -Agriculture and Rural Development, June 2010). This is the case, otherwise, and with other countries. The comparison of certain products, most of the sales is related to milk, fruit and vegetables and meat. Participation of other organic products is much lower.
In the United Kingdom, as in other countries, there are various channels of selling organic food (Table 8) . Participation of multi-retailers (The Co-operative, Morrisons, Sainsbury's, Tesco, Waitrose) is dominant (73.7%) in sales of organic food. Participation of other independent retailers is also significant (14.2%). Sales of organic food is done electronically. It belongs to the so-called emerging markets. Over 90% of organic products are exported (Organic Agriculture in Serbia, GAIN Report Number: RB9002, 08/06/2009). In Serbia, sales of organic food is done in small special shops, in green markets and increasingly in supermarkets (43%) and hypermarkets (Source: Renko, S., Marketing channels relation to organic products, Focus Balkans 4th Project Meeting Split, Croatia, Monday 1 st Februaray 2010). By comparing with neighboring countries, sales of organic food in Slovenia is done through the following channels: specialized organic food stores 18%, conventional retailers 78% and other distribution channels 5%, and in Croatia: specialized organic food stores 20%, conventional retailers 75% and other sales channels 5% (Source:Vaclavik, T. Countries, ORA, February 20, 2009, BioFranch 09) . In these countries the participation of specialized organic food stores is therefore less than 25% and the share of conventional retailers. Is high such a structure of channel sales of organic food will probably be in Serbia in the future, ie. Conventional retailers will have greater part in selling the organic food. All in all, there is a great potential for development of production and distribution of organic food in Serbia. Significant measures to improve efficiency of production and distribution of organic food in Serbia in the future include improving the legal framework, method of testing taste, quality organic food production, as well as higher budgetary allocations for the production and sale of organic food.
, Specialised Organic Retail Report Europe 2008, Compendium of Organic Market in 27 European
2 Determinants of organic food sales performance
By individual countries consumption of organic food is different. The consumption of organic food is influenced by numerous factors, market and political nature, and their intensity of impact varies from country to country. The market factors include (1) motives on the demand side (value orientation, concern for environmental protection, available food culture, level of income -growth) and (2) opportunities on the supply side (the soil and climate, relative prices, distribution channels). The policy factors include (1) regulations (EU-federal laws and regulations, national -state laws and regulations, subsidies) and (2) market development (control, certification, brand, information). (Thøgersen, 2010) Research in practice sets out a number of reasons why customers buy organic foods. These are natural and unprocessed, restrictions on the use of pesticides, better taste, better for the good, better for the planet, etc.
(Organic Market Report 2010, Soil Association).
Consumer's satisfaction and enthusiasm are important determinants of the sale and consumption of organic food. It affects economic performance (sales per square meter), frequency of purchase and recommendation. Factors that influence the customer satisfaction and enthusiasm are: product quality, customer service, store atmosphere, price satisfaction, protection of environment and location of stores (Bolten, J. et al., 2006) . Their successful control can affect the level of customer satisfaction and enthusiasm and therefore the sale and the consumption of organic food. To illustrate, according to a study, (for example Germany) using the regression model showed that customers' satisfaction affects 32% and customer's enthusiasm 27% of organic food sales per square meter (Table 9 ). Customers with higher incomes and education, as well as older families (due to health) buy more organic products. Customers tend to buy fewer organic products when they buy concentrates. Customers tend to buy more products marked private brands than the national. The promotion of private brands affects increased sales of organic food. The price inversely affects sales of organic food (Ngobo, 2010) .
Effective managing of the development of private brands of organic products is very complex because of the pro-and anti-competitive effect (Table 10) . But no matter, in any case the development of private brands is a significant factor in sales performance of organic products. 
3 Specifics of the financial structure and profitability of the retail organic food
The organic food retail key determinants of overall financial performance are: the efficient management of liquidity, indebtedness, margin, operating expenses and profit. It is known that organic sales price are higher than non-organic products. Why is this so? The cause of the high input costs of organic products, high margin, and the willingness of customers to -for some reason -buy them at that price.
By its nature margin as the difference between sales and cost of goods sold is one of the very important indicators of overall performance -profitability of retail organic food. It is generally speaking, used to cover operating costs and achieve a certain profit for the growth and development.
Cost structure of retail organic food is specific in relation to other retail sectors, ie. product categories (Table 11) . Three main categories of costs in the retail organic food are: the cost of goods sold, labor and rent. Their effective management can, therefore, cause an increase in retail profit of organic food.
Specifics of the financial structure and profitability of retail organic food in this work we will demonstrate global business retailer Whole Foods Market, which operates with 275 stores in 38 states (Table 12) . From the data presented in the given table we see -compared to the average -much better liquidity, financial indebtedness and profitability of Whole Foods Market. In other words this means, , that the management of any profit was satisfactory, as well as asset turnover (total for all forms) and financial indebtedness, viewed as a component of so-called strategic profit model. Profitable performance of the retailer Whole Foods Market could improve, among other things, with efficient management of operating costs. This is especially true for the direct costs of stores, which dominate in the total operating costs (Table 14) . It contributes greatly to the use of modern information and communication technology, and efficient human resources management. 
CONCLUSION
Because of its importance, the process of globalization of the market of all organic products, which means food too have been expressed lately. According to the realized sales, a leading organic food market in the world, Are the United States, Germany, France, United Kingdom, and Italy. Knowledge of their achievements in this area is very important for effectively management of the emerging markets of organic food, as is the case with Serbia. In the function of an efficient market development of organic food in Serbia in the future it is necessary, like in this country, to improve regulations, methods for testing the taste, quality and much higher budget allocations for these purposes.
Prices of organic food have been known higher when more as compared to conventional. Margins and input costs of organic food are also higher. Three major categories of organic food retailing costs are: costs of goods sold, labor and rent. In addition to organic prices, premium rates, customer satisfaction and the development of private brands are important as well determinants of organic food sales.
Sales of organic food is done in specialized stores, conventional supermarkets and hypermarkets and direct customers. In all countries, increases, the participation of conventional retailers in selling organic foods is increased.
Based on the empirical research -the case of Whole Food Market, general conclusion: is that organic food retailers are in a position to get almost all the indicators of very positive financial performance (liquidity, solvency, profitability), well above average. The causes of this are, among other things, high prices, margins and effectively managing costs and available capital. In the future they will be largely determined by the degree of application of modern information technology and communication. Identification and effective management of all the key determinants is therefore a prerequisite for efficient management of overall performance in the retail organic food. 
PROCJENE EKONOMSKIH PERFORMANSI
